The purpose of this paper is to investigate the effects of internal marketing on customer loyalty and the mediating role of job satisfaction, affective commitment & organizational citizenship behaviour in their relationship. The analysis is based on a dyadic data set of front-end service employees and customers. It involves responses provided by the 150 dyads collected through quantitative self-administered questionnaires from telecommunication organizations of Pakistan. Findings demonstrate that internal marketing has a positive significant effect on job satisfaction, affective commitment and organizational citizenship behaviour. Furthermore, the theoretical model shows that organizational citizenship behaviour, affective commitment and job satisfaction act as mediators between internal marketing and customer loyalty. This study implies that IM is very beneficial and effective approach towards the customer positive behavioural outcomes such as customer loyalty.
Introduction
The notion of internal marketing (IM) encompasses many of the human resource policies such as attracting, selecting, training, motivating, directing, evaluating and rewarding the employees [1] . The role that internal marketing plays in service organizations may be particularly important in telecommunication organizations. Recently, Khalid & Mughal [2] have examined the internal marketing techniques undertaken by telecom organiza-
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Internal Marketing, Job Satisfaction and Customer Loyalty
Existing literature reveals that internal marketing is the most effective tool to enhance employee job satisfaction [15] . Research in the field of job satisfaction has indicated that job satisfaction depends on following organizational variables: pay, structure, size, leadership, working conditions which denote the culture of organization [16] . It has remained a concern of many researchers to find the link between the internal marketing and job satisfaction [17] . When an organization performs internal marketing activities, it is actually elevating the job satisfaction level of its employees [18] . Internal marketing has a significant positive impact on job satisfaction [19] . A study has been done to find the impact of four dimensions of internal marketing which are employees' training & development, motivation, communication and empowerment. All these four dimensions have a positive effect on employee's job satisfaction [20] . In the light of above literature, this study has also attempted to test the effect of internal marketing on the job satisfaction of employees.
Harvard Business School (HBS) developed a term named, the "service profit chain". Schlesinger & Zornitsky [21] provided the evidence of association between employee satisfaction and customer satisfaction. This positive relation is also supported by many other authors [22] [23] . Boulding et al. [24] found the positive association between the satisfied customers and loyal customers. As the previous literature on services marketing supports that employee satisfaction leads to customer satisfaction which in turn generates customer loyalty, it is justified to say that employee job satisfaction contributes towards customer loyalty. The present research study is aimed to study the association between job satisfaction and customer loyalty.
H1: Internal marketing has a significant positive effect on job satisfaction. H2: Job satisfaction has a significant positive effect on customer loyalty. H3: Job satisfaction mediates the relationship between internal marketing and customer loyalty.
Internal Marketing, Affective Commitment and Customer Loyalty
It has been indicated in the previous study that the market orientation of a company is only significantly related to the affective dimension of the organizational commitment [5] . Marketing orientation is similar to internal marketingin the context that it involves those actions that are taken within the organization. Several antecedents of organizational commitment are found in the psychology literature. Mathieu and Zajac [25] have suggested five of them which are: job characteristics, role states, organizational characteristic, personal relations and group/leader relations. Similarly, organizational commitment is linked to job performance in terms of consequences [25] . But at the same time, increased job satisfaction and decrease in employee turnover were found to be significantly related to affective dimension of organizational commitment [26] . Affective component of organizational commitment is more comprehensively discussed in the field of services marketing. It has been highlighted in a study that internal marketing plays an important role in developing organizational commitment but more notably, the literature suggests the impact of internal marketing on the affective element of organizational commitment [27] . It is also noted in the previous studies that organizational commitment is identified in its affective conceptualization [28] . Therefore the present study is aimed to study the effect of internal marketing on the affective component of organizational commitment.
With the increase in attachment of employees with their organization, the chances of customer attachment also increases [29] . Reichheld [30] suggested that the employees who lack loyalty to their organization are highly unlikely to build the inventory of loyal customer. McCarthy [31] provided suggestions that how any organization can enhance the customer loyalty by making their employees loyal. Allen & Grisaffe [32] proposed that the employees who are affectively committed to the organization are expected to involve in positive customer pertinent behavior than those who lack affective commitment. They further proposed that this relationship is stronger with those employees who have substantial customer interaction. Several researches have supported the relation between employee attitudes and customer reactions [31] [33] . However, no research has been done to study the relationship between affective commitment and customer loyalty.
H4: Internal marketing has a significant positive affect on effective commitment. H5: Affective commitment has a significant positive effect on customer loyalty. H6: Affective commitment mediates the relationship between internal marketing and customer loyalty.
Internal Marketing, Organizational Citizenship Behaviour and Customer Loyalty
Many authors have mentioned various antecedents of Organizational Citizenship Behaviour; these include leader-member exchange [34] , transformational leadership [35] , procedural justice discernments [36] , nature, commitment, and job satisfaction of the individual [37] , confidence in supervisor [38] . Some researchers have also indicated that satisfied employees who feel job security in the organization will establish organizational citizenship behavior [39] . Previously, the influential role of internal marketing on organizational citizenship behavior was overlooked by the authors. Wherever it was indicated that internal marketing helps organizations to develop organizational citizenship behavior among its employees (Seyed Javadin et al., 2012). For these reasons, the effect of internal marketing on organizational citizenship behavior has been examined. Whatever activities employees perform in a service organization connect its organization to the customers [40] . Such activities helps in fulfilling the promises made to the customers and thereby maintain customer loyalty [41] . These employees' actions are of high importance in developing successful employee-customer associations [42] . Thus employees responsible for delivering the quality services to meet the customers' expectations [43] . The attitude of employees, their skills, and the other available support they need in delivering the service, all are the determinants of the customer loyalty [13] [44] . Many studies were aimed to find the influence of these organizational variables on customer reactions [14] . Nevertheless, all the existing studies have focused on the in-role behavior of employees. The current study is conducted to extend the previous researches and focus on the complex relationships that's exists between organizational citizenship behavior and customer loyalty.
H7 
Job Satisfaction, Affective Commitment and Organizational Citizenship Behavior
Kotze & Roodt [45] indicated a strong positive link between job satisfaction and employee commitment. A positive association between the job satisfaction and affective commitment suggested that employee satisfaction in terms of their promotion, pay, supervision, contingent with co-workers leads to strong emotional attachment and involvement with their organization [46] . These findings are in line with those of Spector [47] where employee are attributed to the fact that both affective commitment and job satisfaction are related to the individual's attitude towards their job work. In view of this apparent relationship, this research also examines the effect of job satisfaction on affective commitment.
H10: Job satisfaction has a significant positive effect on affective commitment. Job satisfaction is positively associated with employee organizational citizenship behavior [9] . This relationship is underpinned by two theories: the theory of psychological contract [48] and the theory of social exchange [38] . Both theories explain the "reciprocity rule": a satisfied employee reciprocates organizational citizenship behavior towards those employees who have preferred or helped him [8] .
H11: Job satisfaction has a significant positive effect on organizational citizenship behaviour. Figure 1 shows research model that depicts the relationships between internal marketing, its outcomes and customer loyalty. In total, eleven hypotheses are proposed regarding this model.
Research Methodology
Sampling and Data Collection
Telecom operators have company owned customer care centers which are also known as walk in centers to provide services to the customers. These services are delivered by the customer service officers known as CSOs who interact with the customers face to face. Only customer care centers are made part of this study because the HR and marketing policies of telecom organizations have direct impact on the jobs of CSOs as they are at company's payroll whereas franchises and sales centers are excluded. The CSOs deal with the issues and problems that customers encounter while using the telecom network and other value added services, therefore they play very critical role in generating customer's responses towards the service and organization. CSOs and the customers who avail services from them together are considered as the employee-customer dyad which is unit of analysis for this research. In order to test the proposed hypothesis, two self-administered questionnaires were developed to collect data from employee-customer dyad. This methodology has been previously used by various authors in their study of internal marketing [6] [49] . Both questionnaires were distributed in five big cities of Pakistan which are Karachi, Islamabad, Lahore, Multan and Faisalabad. There are 44 customer care centers in these five big cities of Pakistan, out of which only 30 were selected to give equal weightage to each city and telecom operator. Every telecom operator has at least two customer care centers in Karachi, therefore, two customer care centers of each telecom operator is selected from Karachi. Remaining cities have at least one customer care center so one customer care center is selected from each of these four cities. In all the customer care centers, there were at least five and at most nine CSOs working at a time. The CSOs and customers were selected for data collection using convenience sampling technique. The CSO who had momentarily less workload was handed over the questionnaire and the customer who had just received service from that CSO was selected to gather the data. For every CSO, only one customer was selected and treated as one observation. In total, 150 observations were collected from those employees and customers who have been providing and availing the services for at least last one year. Among CSOs, the population break out on the basis of gender was 62.7% male and 37.3% female. The customer population breakout on the basis of gender was 74.7% males and 25.3% females. In females, the customers were mostly housewives. Whereas males belong to different backgrounds such as college or university students, jobholders, businessmen and professionals like lawyers, and doctors.
Measures
All measures employed in this research work were based on the in-depth study of services marketing literature. Seven points likert scale was used with anchors of strongly agree (1) and strongly disagree (7) . The CSO's provided evidence for the four constructs which are internal marketing, job satisfaction, affective commitment and organizational citizenship behavior where as customers reported on customer loyalty construct. The internal marketing scale is adapted from the research by Foreman and Money [50] . They suggested vision, development and reward as three dimensions of internal marketing which are measured by 16 items scale. Job satisfaction scale is adapted from Spector [51] that examines eight facets of job (pay, promotion, supervision, fringe benefits, contingent rewards, operating conditions, co-workers, nature of the work, and communication). Meyer & Allen [52] seven items affective commitment scale is adapted. Investigating earlier works [53] [54], three dimensions of organizational citizenship behavior which are measured by nine items scale are included in this study. These three dimensions which are altruism, sportsmanship, and civic virtue reveal those behaviors of employees that affect the employee-customer dealings [55] . Customer loyalty four items scale is adapted from the research work of Amy, W. and S. S. Amrik [12] .
Results
Confirmatory Factor Analysis
CFA was applied confirmed four constructs comprised of 40 items having on extraction (AVE) and Cronbach's Alphas above the recommended points [56] . The results are shown in Table 1 . Additionally, this study uses chisquare, goodness of fit index (GFI), adjusted goodness of fit index (AGFI) and root mean square residual (RMR) to evaluate the fitness of the full model. The chi-square value (χ 2 ) of 1802.02 with degrees of freedom (d.f.) of 901 is statistically significant at 0.005 significance level. However, the chi-square test becomes more sensitive with increasing number of indicators. A ratio of (χ 2 /d.f. = 2.00) is acceptable. Bearing this in mind, other measures are further examined. The results show an excellent model fit with values of: GFI = 0.972, AGFI = 0.938 RMR = 0.018.
Correlation Analysis
AHP introduced by Wind and Saaty [57] is a multi-criteria decision making technique used to prioritize the alternatives for decision making [58] . Pearson correlation was applied on the global priority weights found by AHP to measure the individual contribution of items towards the overall weight of customer loyalty. The resulting outcomes explained in Table 2 depict that the major contributor towards customer loyalty is OCB (r = 0.036, p = 0.000). Second contributor towards customer loyalty is "job satisfaction" (r = 0.005, p = 0.000) of customer service employees. The results further show that the maximum contribution towards organizational citizenship behavior is coming from "job satisfaction" (r = 0.747, p = 0.000). Internal marketing (r = 0.500, p = 0.000) is the second contributor in developing organizational citizenship behavior among employees. These findings are in line with the findings of many other authors that organizational citizenship behavior is enhanced by job satisfaction [59] [60] & internal marketing [6] . The results further show that the maximum contribution towards affective commitment is coming from "job satisfaction" (r = 0.635, p = 0.000). Internal marketing (r = 0.500, p = 0.626) is the second contributor in developing affective commitment among employees. These findings are in line with the findings of many other authors that affective commitment is enhanced by job satisfaction [46] and internal marketing [27] [61] . The sole contributor towards job satisfaction is "internal marketing" (r = 0.679, p = 0.000). This finding is in line with the finding of [17] . 
Regression Analysis
Linear regression analysis was performed using IBM AMOS edition 19 that helped in finding the link between dependent and independent variables [62] . The resulting outcomes are shown in Table 3 where all the hypothesis having p value < 0.05 are supported. It supported eight hypotheses which are H1, H2, H4, H5, H6, H8, H9, and H10. H1 is "internal marketing has a significant positive affect on job satisfaction." Results suggest that there is highly significant relationship between internal marketing and job satisfaction with p value = 0.00. Hence it supports H1. These findings are consistent with the findings of many authors [20] . Service organizations strive hard to promote job satisfaction among its employee so in turn they can perform up to the customers' expectations. Telecom organizations in Pakistan have also invested great deal of human and financial capital in activities that promote internal marketing in order to maintain a pool of satisfied employees. Rigorous recruitment & selection, strong superior-subordinate communication, long term focus on the training and development of the employees, employee recognition through rewards, employee participation and empowerment etc. are the various internal marketing tactics employed by telecoms service providers in Pakistan. These results thus imply that such internal marketing efforts promote job satisfaction among customer service employees. H2 is "job satisfaction has a significant positive affect on customer loyalty." Results suggest that there is highly significant relationship between job satisfaction and customer loyalty with p value = 0.04. Hence it supports H2. The results indicate that customer service employees who are satisfied with their jobs tend to render services in a manner that improve their work performance. With improved levels of work performance, they would be able to meet the customer expectations in the best possible manner which is regarded by customers in terms of their loyalty towards the organization.
H4 is "job satisfaction has a significant positive affect on affective commitment." Results suggest that there is highly significant relationship between job satisfaction and affective commitment with p value = 0.00. Hence it supports H4. Lumley et al. [46] lately reported the same results. Customer service employees who are satisfied with their jobs would intend to stay within the organization as all their needs are properly catered by the organization. In regard to this sense of satisfaction and fulfillment, they develop feelings of attachment towards the organization that ultimately results in affective commitment.
H5 is "internal marketing has a significant positive affect on affective commitment." Results suggest that there is highly significant relationship between internal marketing and affective commitment with p value = 0.00. Hence it supports H5. Giving employees a vision to believe in, investing in their development and rewarding them for their efforts i-e practicing internal marketing develops very affirmative feelings for the organization among employees as they feel valued and more respected. These positive feelings build an emotional connection between the employees and organization that ultimately leads to long-term emotional commitment referred as affective commitment in this study.
H6 is "affective commitment has a significant positive affect on customer loyalty." Results suggest that the relationship between affective commitment and customer loyalty is significant with a p value = 0.033. Hence it supports H6. Allen & Girsaffe, [32] also provided support for these results. These results suggest that if customer service employees are emotionally attached to the organization, they engage themselves in such behaviors and activities that benefit the organization. An affectively committed employee who gives the status of family to his organization would definitely work with more dedication to avoid any problems or mis-commitments. Such emotional feelings reflect in employees' behavior and performance which leads to customer loyalty. When a customer witness that an employee is dedicated in delivering the services, he/she develops loyalty towards the service provider.
H8 is "job satisfaction has a significant positive affect on organizational citizenship behavior." Results suggest that there is highly significant relationship between job satisfaction and organizational citizenship behavior with p value = 0.02. Hence it supports H8. These results are in line with the findings of Bateman and Organ [8] . If employees are highly satisfied with their jobs, they may be highly motivated to show helping behavior at their work place and more inclined towards altruistic actions [8] . Satisfied employees do not feel exploited, overburdened or mentally disturbed even if they are busy in their work. They feel pleased to come forward in hour of need even if they are not rewarded or paid for their extra efforts and work. Thus, it is right to infer that satisfied employees exhibit organizational citizenship behavior.
H9 is "internal marketing has a significant positive affect on organizational citizenship behavior." Results suggest that there is highly significant relationship between internal marketing and organizational citizenship behavior with p value = 0.01. Hence it supports H9. These findings are consistent with the findings of Seyed Javadin [6] . These results imply that any investment on the employees through adoption of internal marketing practices can enhance their performance even if it is extra-role behavior. The possible reason is that the employee's organizational citizenship behavior is the reflection of employer's efforts to facilitate employees in all the possible ways. Customer service employee's when witness that an organization is going an extra mile in its efforts to make customer care center a better workplace for them, the gratified employees in return go an extra mile to offer their assistance in matters such as helping co-workers, being less grumpy, staying positive etc.
H10 is "organizational citizenship behavior has a significant positive affect on customer loyalty."Results suggest that there is highly significant relationship between organizational citizenship behavior and customer loyalty with p value < 0.00. Hence it supports H10. Employees who exhibit organizational citizenship behavior make more efforts than are expected of them and therefore it is logical that they outperform in their efforts to serve the customers. When customers observe that customer service employees are making greater efforts in delivering the services, they become pleased and intend to persistently receive the services from the same service provider thus becoming loyal.
This analysis helped to find the significance of relationship between the independent and dependent variable. Table 4 present results of mediation analysis performed using bootstrapping technique. The individual direct and indirect effect of mediators was found in the relationship between internal marketing and customer loyalty. It supported three hypotheses which are H3, H7, and H11. The direct effect between internal marketing and customer loyalty is significant having p value = 0.007 and the indirect effect of internal marketing on customer loyalty through job satisfaction has a p value = 0.021 which is significant. It proves the meditational effect of job satisfaction between internal marketing and customer loyalty. Hence it proved H3. These results suggest that the effects of internal marketing transfers to customer loyalty via job satisfaction i-e if the level of job satisfaction is higher among employees than internal marketingis more likely to enhance the loyalty among customers and vice versa. Any variations in the level of employee job satisfaction will vary the effect of internal marketing efforts on customer loyalty. For example, if customer service employees are satisfied with some aspects of their job (such as pay and promotion) and dissatisfied with other aspects (such as supervisor), then it will lead to variations in the level of job satisfaction. Under such conditions the effect of internal marketing on customer loyalty will also vary accordingly. The second proposed mediating variable between internal marketing and customer loyalty was "affective commitment." The direct effect between internal marketing and customer loyalty is significant having p value = 0.033 and the indirect effect of internal marketing on customer loyalty through affective commitment came out has p value = 0.026 which is significant. It proves the meditational effect of affective commitment between internal marketing and customer loyalty. Hence it proved H7. These results indicate that the impact of internal marketing transfers to customer loyalty through affective commitment. The employee who feels a sense of belonging towards the organization is more likely to be pleased with the internal marketing practices carried out in the organization and this emotional bonding of employee towards his organization leads him to perform in better way that result in customer loyalty. Thus employee affective commitment plays a role in reaping the benefits of internal marketing in the form of customer loyalty.
Mediation Analysis
The third proposed mediating variable between internal marketing and customer loyalty was "organizational citizenship behavior." The direct effect between internal marketing and customer loyalty is significant having p value = 0.033. The indirect effect of internal marketing on customer loyalty through organizational citizenship behavior has p value = 0.015 which is significant. It proves the meditational effect of organizational citizenship behavior between internal marketing and customer loyalty. Hence it proved H11. These results suggest that the effects of internal marketing transfer to customer loyalty via organizational citizenship behavior i-e if employees exhibit organizational citizenship behavior than internal marketing will affect customer loyalty to greater extent. The prominent logic behind this relationship is that when organizations go an extra mile in their efforts to please employees, the gratified employees in return go an extra mile in their efforts to serve the customers even if they have to perform beyond their formal expected role. Employees who exhibit organizational citizenship behavior will be gladly willing to give extra hours to work, overachieve in delivering services to the customers, offer help to the coworkers etc. Thus, internal marketing is an effective approach in making customers pleased and loyal when customer service employees exhibit organizational citizenship behavior.
Discussions
Every telecom organization in Pakistan has company owned customer care centers where customer care employees (also known as customer service officer or CSO) deliver services to the customers. CSOs directly interact with the customers and therefore play very critical role in generating customer responses towards the service proving organization. Realizing CSOs role importance, telecom organizations are indulged in internal marketing practices to keep its employees happy as study supports that the happiness of service employees leads to the happiness of customers [63] . This study has sought to examine the sequential flow of effects that links internal marketing to customer loyalty. The previous study linked internal marketing and service quality with organizational citizenship behavior as mediator [6] . However, the aim of this study was to empirically test a model linking internal marketing to customer loyalty with job satisfaction, affective commitment, and organizational citizenship behavior as mediators. The Eleven most important findings of this study are: first, internal marketing positively influences job satisfaction which is consistent with the findings of many authors [20] . Second, the relation between job satisfaction and customer loyalty is positive. Third, it has been established that job satisfaction plays mediating role in the relationship between internal marketing and customer loyalty. Fourth, job satisfaction influences affective commitment which is in line with the findings of [46] . Fifth, job satisfaction has a significant positive effect on organizational citizenship behavior which is consistent with the findings of Bateman and Organ [8] . Sixth, there exists positive association between internal marketing and affective commitment as previously suggested by Caruana & Calleya [27] . Seventh, affective commitment enhances customer loyalty previously supported by Allen & Girsaffe [32] . Eighth, it has been found that affective commitment plays mediating role in the direct relationship between internal marketing and customer loyalty. Ninth, internal marketing positively influences organizational citizenship behavior which is also reported by Seyed Javadin [6] . Tenth, the relationship between organizational citizenship behavior and customer loyalty is positive. Eleventh, organizational citizenship behavior plays mediating role in the relationship between internal marketing and customer loyalty.
In telecom sector of Pakistan where the experienced telecom organizations are indulged in internal marketing, the present study would offer some very useful insights. The results have shown that when a telecom organiza-tion made an investment in internal marketing, the pleased CSOs become highly satisfied with their jobs. High job satisfaction enhances their job performance and they deliver services in more efficient and effective manner. The effect of internal marketing varies towards the development of customer loyalty because of the variations in the level of employee job satisfaction. For example, if CSOs are satisfied with some aspects of their job (such as pay and promotion) and dissatisfied with other aspects (such as supervisor), then it will lead to variations in the level of job satisfaction. Under such conditions the effect of internal marketing on customer loyalty will also vary accordingly. CSOs who are highly satisfied with their jobs also become affectively committed towards the organization and exhibit organizational citizenship behavior. Internal marketing also contribute towards the employee affective commitment and organizational citizenship behavior. If a CSO is emotionally attached to the organization, he engages himself in such behaviors and activities that benefit the organization. His emotional feelings towards the organization reflect on his concern towards the organizational performance and he delivers services in a manner that please customers who in turn develop loyalty. The effects of internal marketing thus move towards customer loyalty via affective commitment. Similarly the effect of internal marketing transfers to customer loyalty via organizational citizenship behavior i-e if employees exhibit organizational citizenship behavior than internal marketing will affect customer loyalty to a greater extent. It has been suggested that when telecom organizations go an extra mile in their efforts to please employees, the gratified employees in return go an extra mile in their efforts to serve the customers even if they have to perform beyond their formal expected role. CSOs who exhibit organizational citizenship behavior will be gladly willing to give extra hours to work, overachieve in delivering services to the customers, offer help to the coworkers etc. Thus, internal marketing is an effective approach in making customers pleased and loyal when CSOs exhibit organizational citizenship behavior. Any variations in the level of organizational citizenship behavior among CSOs will vary the effect of internal marketing on customer loyalty. These complex relationships drive together in the same direction influences the customer loyalty among customers.
Managerial Implications
This study is significant for telecom service providers as it give insights about the organizational variables that play critical role in making customers' loyal. It suggests that internal marketing is very beneficial and effective approach towards the customer relevant behavioral outcomes in service organizations. The managers should devote special attention and resources towards the implementation of internal marketing in customer care centers as those employees who are highly satisfied with their jobs, affectively committed towards the organization and exhibit organizational citizenship behavior provide services in a way that please the customers. The pleased and gratified customers in turn become loyal towards the organization. Thus, managers must keep in mind that satisfied and affectively committed employees who exhibit organizational citizenship behavior may lead towards the customer loyalty.
Conclusion
This research work has been carried out in the customer care centers of telecom service providers in the main cities of Pakistan. Future research of the same type can be done in other service industries such as hotel industry, banking sector, courier service etc. Organizational citizenship behaviors are evaluated by asking the employee themselves and this approach might have influenced the relationships between studied variables. Relational variables such as relationship strength and relationship quality between the service exchange partners can be added in the existing model to observe their impact on the relationship between internal marketing and customer loyalty. The results of this study suit the cultural values and economy of Pakistan. The results may vary from culture to culture and economy to economy in other countries.
